Abstract. The objectives of this study are to test the relationship between tourism motivations and tourist satisfaction, and to test how 'Religion' moderates the relationship. The variable 'Religion' is represented by the availability of Islamic norms and practices which are relevant to tourism at the destination. The results of the Partial least square (PLS) indicated that the tourism motivations are significantly and positively related to tourist satisfaction. The results also showed that Religion significantly moderates the relationship between pull motivation and tourist satisfaction. However, the moderating effect of Religion on the relationship between push motivation and tourist satisfaction was not supported.
Introduction
Tourism industries are always searching for new segment of customers. For example, over the last decade the tourism industry has witnessed many firms in the industry catering to the needs of special groups such as elderly tourists, disabled tourists and gay tourists [1] . However, one relatively unexplored segment is the 'Religiously conscious' tourists. It is no wonder therefore that some researchers in this field insist that catering to the religious needs of any faith in this expanding industry is essential [2] . Although the relationship between tourism and religion has been addressed in the literature on tourism, there remains a shortage of theoretical publications in the area of destination attributes in the context of Islam. When it comes to the relationship between tourism and Islam, the lack of literature is more obvious, especially regarding Islamic norms and practices related to tourism at the destination and their impact on the needs of Muslim tourists. Thus, the objective of study is to test the relationship between tourism motivations and tourist satisfaction, and to test how 'Religion' moderates the relationship.
It is known that Muslim customers constitute a broad market which is around 1.82 billion around the world [6] . In addition, the Muslim market has its special requirements and its culture, which cannot be ignored. Thus, satisfying the religious needs of Muslim tourists may encourage them to travel to a specific destination. Religion is bound to be very important considerations when a Muslim decides to travel abroad [7] . The Muslim tourists may decide not to travel to a particular destination in the absence of some Islamic attributes [8, 9, 10] . This study attempts to address this problem by empirically testing the relationship between tourism motivation and overall tourist satisfaction with the availability of religion (Islam) as a moderating variable. The religion (INP) is represented by the availability of Islamic norms and practices related to tourism at the destination.
By using the travel motivation theory as a base, many researchers have tried to give more attention to the pull and push relationship by frequently modifying items associated with the constructs. However, very limited research is focused on empirically testing the relationship between tourism motivations and overall tourist satisfaction. To fill this gap, in addition to studying the tourism motivation for Muslim tourists, this research will also investigate the relationship between tourism motivations and the overall tourist satisfaction. The influence of travel motivations on overall tourist satisfaction has been studied in previous research [11, 12] . Each variable, push motivations (PUSM) and pull motivations (PULM), have hypothesized effects on the overall tourist satisfaction (OTS). In addition, as a moderating variable, religion is proposed between tourism motivations and overall tourist satisfaction.
Methodology
A total of 1,300 questionnaires were distributed in international hotels and tourism sites in four Malaysian cities: Kuala Lumpur, Kuala Terengganu, Penang, and Johor Bahru. The questionnaires were handed out in these cities following a convenience sampling approach. There was a scanning question on the cover page of the questionnaire to determine whether or not the tourist was Muslim or not. If the tourist was a Muslim, he/she was invited to proceed in filling in the questionnaire. The partial least square (PLS) technique is selected to assess the structural model in the current study. In order to examine the relationship between the constructs in the proposed model as well as to test the hypotheses, two stages of analysis were performed to evaluate the structural model: (a) Structural model without the moderating variable, and (b) Structural model with the moderating variable. The effect size is also calculated, this being a measure of the strength of the theoretical relationship, including the moderating effect [13] .
Data Analysis and Discussion
To develop INP as a construct, 18 items were generated based on the combination of conducting qualitative research and reviewing tourism and Islamic teachings literature. Out of 1,300 questionnaires, 551 were completed and returned from international hotels and tourism sites in four Malaysian cities: Kuala Lumpur, Kuala Terengganu, Penang, and Johor Bahru. After data cleaning, the final sample size was 508. The EFA results determined significantly the correlated factors, including six push travel motivations, five pull travel motivations, and four factors representing religion (See Table 3 ,4,5). After EFA, the measures were subjected to confirmatory factor analysis using AMOS 19 software. The results of the confirmatory factor analysis of the modified models of the push motivations, pull motivations, and religion are summarized in Table 1 . A two-stage approach is followed for evaluating the interaction effects of moderating variables modelled in PLS (Chin et In stage 2, the moderating effect of INP on the relationship between PULM and OTS is statistically significant as the t-value of the interaction path is 5.05 and higher than 1.64. However, the results show no support for the moderating effects of INP on the relationship between PUSM and OTS as the t-value of this path is 1.25 and less than 1.64. These results suggest that the Model in stage 2 is better than the Model in stage1 and provides evidence that the Religion moderate the relationship between pull motivation and the overall tourist satisfaction. Figure 1 shows that the results supported hypotheses H1, H2, and H4, as evidenced by the path coefficient and significant t-value. While hypothesis H3 was not supported meaning that there is no significant moderating relationship between PUSM and OTS by INP. 
Conclusion
The results show that four factors were extracted from the eighteen Islamic norms and practices items and labelled; worship facilities, Halalness, general Islamic morality, alcoholic drinks and gambling free. Lack of public consumption of alcohol and public gambling activities were found to be the most important Islamic norms and practices with a mean score of 3.79, followed by general Islamic morality (3.78), worship facilities (3.765), and Halalness (3.763). The results of the PLS indicated that religion significantly moderates the relationship between the pull motivation and the overall tourist satisfaction based on the significant interaction and variance explained (ȕ = 0.15, t-value (5.05) >1.64). This result confirms that the availability of Islamic norms and practices related to tourism at the destination contributes to the overall tourist satisfaction and strengthens the relationship between conventional destination attributes and tourist satisfaction for Muslim tourists. By having Islamic norms and practices, destination marketers can achieve tourist satisfaction among Muslim tourists. Furthermore, if destination marketers determine the preferable Islamic norms and practices to Muslim tourists, this could help them to design and tailor Halal products and services. The findings of this study should help marketers to better understand "Islamic tourism" and to develop marketing strategies to attract Muslim tourists. Furthermore, destination marketers might be able to design creative programmes that harness the unique characteristics of tourism products to satisfy and delight Muslim tourists. For example, design resorts fully meet Islamic religious needs such as segregated beaches, segregated swimming pool, and alcoholic drinking free. .51(11.14)
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